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Abstract:	This	article	presents	the	model	of	ideation	and	analysis	called	Website	Canvas	
Model.	It	allows	identifying	the	key	aspects	for	a	website	to	be	successful,	and	shows	how	it	
has	been	applied	to	Eldiario.es.		As	a	result,	the	key	factors	prompting	the	success	of	this	
digital	newspaper	have	been	identified.	
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1.	 Introduction	
	
A	website	is	a	page	or	collection	of	web	pages	which	are	related	and	common	to	a	domain.	It	
is	a	social	environment	which	acts	as	a	communication	channel	and	a	marketing	tool	by	
itself.	Because	of	all	of	this,	organizations	tend	to	find	it	both	complex	and	critical	to	
conceive	websites	(Rodríguez-Martínez,	Codina,	Pedraza-Jiménez,	2010).		
	
Thus,	and	in	order	to	guarantee	their	success,	creating	or	redesigning	these	platforms	should	
be	duly	planned	according	to	some	elaborated	requirement	system	(Pedraza-Jiménez,	
Blanco,	Codina,	and	Cavaller,	2013).	In	any	case,	this	planning	is	not	without	complexity.	
Websites	are	created	in	response	to	very	diverse	goals,	with	different	functions,	and,	
because	they	are	entities,	they	evolve	towards	an	interconnected	ecosystem	with	other	
websites	and	applications,	such	as	social	media	profiles.	
	
In	fact,	this	evolution	implies	that	all	websites	should	be	reviewed	periodically	(figure	1).	
These	are	dynamics	entities	whose	possibilities	present	a	beginning	but	not	an	end,	where	
the	initial	design	evolves	into	a	website	which	might	keep	implementing	improvements	or	
even	return	to	the	beginning	to	create	a	new	version.	
	
	
Figure.	1.	The	website	as	a	dynamic	process	of	improvement.		
This	article	presents	the	so-called	Website	Canvas	Model,	which	facilitates	the	conception	
and	design	stages	in	website	ideation,	prompting	the	identification	of	the	key	elements	for	
its	success.	Likewise,	it	could	also	considered	an	analysis	system	which,	when	applied	to	a	
website,	enables	the	identification	of	its	strengths	and	weaknesses.	
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2.	 	Website	conception	and	evaluation:	the	proposal	of	the	
Website	Canvas	Model	
	
Several	disciplines	participate	in	website	design.	These	disciplines	are	identified	and	
interrelated	in	various	heuristic	analysis	systems	as,	for	instance,	analysis	systems	for	
website	quality	evaluation.	These	tools	basically	allow	for	the	assessment	of	efficacy	and	
quality	in	website	content.		
Among	these	analysis,	we	should	highlight	the	evaluation	methodology	developed	by	Lluís	
Codina	(Codina,	2008)	and	continued	by	several	authors,	particularly	by	Rafael	Pedraza’s	
research	(see	Pedraza	et	al.,	2016).	This	tool	has	been	tested,	refined	and	also	applied	to	
digital	media	(Iglesias	García;	González	Díaz,	2012).		
Taking	these	analysis	systems	as	a	starting	point,	our	goal	is	to	provide	a	new	conceptual	
model	of	website	ideation	and	analysis.	It	is	a	tool	to	identify	the	key	elements	for	a	
website	to	be	successful,	in	a	very	visual	way.		
Context	and	type	of	tool		
As	is	well-known,	there	are	several	fields	and	disciplines	which	participate	in	the	conception	
of	a	website	(Rovira,	Cristòfol;	Marcos,	Mari-Carmen.	2013).	From	this	point	of	view,	Garrett	
suggested	a	general	diagram	for	the	role	played	by	each	of	these	disciplines	(figure	2),	
mentioning,	among	others:	information	architecture,	web	usability,	graphic	design,	etc.						 	
Figure	2.	Diagram	of	the	elements	in	user	experience	(Garrett,	2000)			
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Figure	3.	Olsen’s	diagram	(Olsen,	2003)	
			
Olsen	also	provided	an	important	diagram,	which	kept	the	main	characteristics	of	Garrett’s	
proposal,	and	added	elements	to	cover	the	most	creative	part	of	the	process	(figure	3).				
Lastly,	we	should	also	highlight	Dalton’s	proposal,	which	emphasizes	additional	aspects	of	
the	initial	stage	of	web	development,	particularly	by	identifying	users’	needs	and	their	
business	goals	(figure	4).	
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Figure	4.	Dalton’s	diagram	(Dalton,	2007)	
	
All	these	models	are	part	of	the	context	wherein	this	proposal	is	developed.	Altogether,	they	
identify	essential	characteristics	which	should	be	introduced	into	websites.	In	some	cases,	
they	emphasize	aspects	related	to	navigation,	usability	or	how	the	website	looks.	In	others,	
content	is	what	matters	most.	And,	of	course,	they	also	stress	the	need	to	create	a	design	
focused	on	their	users’	needs,	but	without	forgetting	the	ultimate	goal	of	the	website.		
Considering	this	background,	and	a	tool	which	allows	both	for	website	ideation	or	
conception	and	evaluation,	we	suggest	the	Website	Canvas	Model.	This	system	would	be	
situated	at	the	level	of	objectives	in	Garret’s	diagram,	and	at	the	strategy	level	in	both	
Dalton’s	and	Olsen’s	diagrams.	After	presenting	these	diagrams,	we	proceed	to	describe	and	
study	the	suggested	model.		
Website	Canvas	Model	
	
According	to	our	proposal,	the	Website	Canvas	Model	acts	as	an	abstract,	conceptual,	
graphic	and	visual	representation	of	the	systems	or	processes	given	in	a	website.	It	explores,	
analyzes,	describes	and	explains	a	website.	Besides,	it	identifies	creation	guidelines	for	new	
websites,	and	aspects	which	are	susceptible	of	improvement.	
	
This	proposal	takes	the	Business	Canvas	Model	(figure	5)	by	Osterwalder	&	Pigneur	
(Osterwalder	&	Pigneur,	2010)	as	reference.		
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Figure.	5.	Business	Canvas	Model.	
	
The	Business	Canvas	Model	is	characterized	by	providing	9	blocks	which	represent	the	key	
areas	of	a	business	model.	Specifically,	the	9	factors	identified	by	Osterwalder	and	Pigneur	
are:		1-Key	partners	–	alliances	 Explain	 the	 necessary	 alliances	 to	 execute	 the	business	model	with	guarantees.	2-Key	activities	 The	activities	through	which	we	deliver	the	client	a	value	proposition.	3-Key	resources	 A	series	of	activities	have	 to	be	conducted	where	consuming	resources	is	required.		4-Value	proposition	 It	 is	about	how	we	generate	value	 in	 the	solution	that	we	offer	to	the	market.		5-	Segments	of	clients	 The	 segments	 of	 the	 market	 the	 business	 is	catered	to.	6-Relationship	with	clients	 Deals	with	relating	to	clients.		7-Channel	 Defines	the	distribution	of	the	product	or	service.		8-Revenue	stream	 Details	the	revenue	model.	9-Cost	structure	 Devoted	 to	 the	 costs	 to	 design	 a	 sustainable	business	model.	
Table	1.	Analysis	factors	for	the	Business	Canvas	Model		
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This	article	suggests	adapting	this	model	for	website	ideation	and	review.	To	that	end,	3	
additional	factors	should	be	added,	referring	to	key	aspects	in	website	ideation	and	
improvement,	which	are:		10-Benchmarking	 Look	for	the	best	practices	in	other	websites.	11-Weaknesses	of	the	competition	 Study	the	competing	websites	to	detect	their	weak	spots.	12	–	SOLOMO	(Social,	Local	and	Mobile)	 Devoted	 to	 the	 social,	 local	 and	 mobile	 focus.	 It	provides	visibility	 in	social	media	and	orientation	towards	its	local	markets.	In	a	mobility	context.	
Table	2.	Added	characteristics	to	the	Business	Canvas	Model	for	its	adaptation	to	a	web	environment		
After	establishing	its	characteristics,	the	“Website	Canvas	Model”	will	be	presented	applied	
to	a	case	study.	Specifically,	this	proposal	will	be	validated	using	the	system	to	analyze	the	
online	newspaper	eldiario.es.	
	
3.	 Validation	of	the	Website	Canvas	Model	through	the	case	
study	of	eldiario.es		
	
We	are	presenting	and	validating	the	suggested	model	for	website	ideation	and	analysis.	
This	analysis	will	be	conducted	within	the	digital	media	area	(Codina	et	al.,	2014),	and	
applied	to	Eldiario.es.		
	
We	have	chosen	this	online	newspaper	because	it	is	a	digital	native	(born	and	managed	as	
an	online	version	only).	Also,	despite	it	is	only	three	years	old,	it	is	becoming	one	of	the	most	
important	digital	newspapers	in	its	domain.	According	to	the	circulation	and	sales	control	
company	Oficina	de	Justificación	de	la	Difusión	(OJD),	eldiario.es	occupies	the	fourth	position	
by	ranking	of	visits	and	users	in	the	site	classification	“Noticias	e	Information”	(News	and	
Information),	within	the	sub-category	“Noticias	globales	y	actualidad”	(Breaking	and	global	
news;	OJD	Interactiva,	2015).		
The	data	used	in	this	article	have	been	obtained	from	various	sources,	from	data	facilitated	
by	eldiario.es	itself	(for	instance,	their	income	statement	and	number	of	members),	public	
interviews	to	the	editor	or	mentions	in	social	platforms,	to	even	the	source	code	analysis	of	
the	website	to	identify	technological	partners,	as	cited	in	the	present	article.	The	analysis	
based	on	the	abovementioned	12	factors	comprising	the	Website	Canvas	Model	provides	
the	following	results:		
3.1		 Key	partners	–	Alliances	
	In	the	partners	and/or	providers	factor,	the	first	thing	to	identify	are	the	alliances	which	have	facilitated	the	growth	of	this	masthead.		
Technological	partners	
	
Bitban.com	is	the	provider	of	the	content	management	platform.	It	is	a	company	specialized	
in	providing	support	to	media	in	their	digital	editions.	They	have	chosen	a	partner	which	is	
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both	a	provider	and	a	client.	It	is	the	same	company	providing	technology	to	mastheads	such	
as	ABC.es,	Antena	3,	Clarín	or	Tele	5,	among	others.	Another	technological	partner	is	the	
company	called	Marfeel,	which	is	an	expert	in	mobility	in	digital	media,	and	a	partner	for	the	
mobile	version.	
Content	partners	
Content	is	firstly	provided	by	the	editorial	staff.	It	is	also	provided	by	other	“aggregated”	
companies	and	organizations.	This	is	a	differentiating	factor	with	regard	to	other	
newspapers,	and	it	contributes	to	a	new	value	proposition.	Thus,	Eldiario.es	acts	as	an	
aggregator	or	compiler	of	other	digital	newspapers,	which	are	integrated	within	Eldiario.es	
as	sections	(figure	6).	
	
	
	
Figure	6.	Eldiario.es	aggregates	the	masthead	Canarias	Ahora		
We	identify	eight	partners,	structured	by	geographical	areas	(like,	for	instance,	El	diario	de	
Andalucía,	@cronicaasturias	or	Catalunyaplural.cat).	Eldiario.es	also	has	more	than	twenty	
partners	articulated	by	topics	(cooperativism,	technology	and	so	on).	Thus,	an	intricate	
network	of	partners	has	been	identified.	This	is	a	differentiating	element	which	provides	
eldiario.es	with	flexibility,	competitiveness	and	value.	It	is	an	agile	and	economic	way	of	
adding	content	to	a	structure	which	is	flexible	enough	so	that,	if	there	is	any	disagreement	
with	some	content	partner,	the	consequences	are	minor.	
	
3.2.	Key	activities	
Eldiario.es	is	a	digital	newspaper	for	information	and	analysis.	It	particularly	focuses	on	
politics	and	economy.	Considering	the	profile	of	its	bylines,	and	the	topics	and	op-eds	it	
revolves	around,	it	could	be	positioned	as	a	left-wing	and	progressive	digital	newspaper.	
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3.3.	Key	resources	
	
Eldiario.es	conducts	activities	in	which	it	consumes	resources	related	to	key	partners:	
journalists,	relevant	personalities,	content	partners,	staff	devoted	to	promoting	the	
newspaper	(such	as	a	community	manager),	and	related	to	the	system’s	technology	and	
stability	(technological	partners	and	infrastructures).		
3.4.	Value	proposition	
	
“Periodismo	a	pesar	de	todo”	(Journalism	despite	everything)	is	the	slogan	by	Eldiario.es,	but	
this	newspaper	also	presents	the	difference	of	being	“un	proyecto	independiente	y	veraz”	
(an	independent	and	truthful	project),	as	opposed	to	other	media	which	depend	on	
economic	and	political	interests.	This	is	a	recurring	argument	by	part	of	El	diario.es’	team	in	
several	interviews	published,	also	present	in	their	editorial	line.		
	
The	value	proposition	is	identified	in	what,	how	and	who.	Eldiario.es	performs	its	task,	as	
indicated	in	its	own	website	and	social	media	profiles,	as	“Un	medio	de	información	y	
análisis	con	el	foco	en	la	política,	en	la	economía,	en	los	problemas	sociales”	(A	newspaper	
of	information	and	analysis	focused	on	politics,	economy	and	social	issues).	This	is	another	
key	element	of	value:	the	focus	on	specific	topics.	They	also	have	specialized	sections	thanks	
to	the	content	partners.	Therefore,	both	the	differentiating	content	and	the	way	it	is	offered	
become	its	value	proposition.	
	
Eldiario.es	uses	a	Creative	Commons	content	license,	which	allows	readers	to	share	and	
adapt	it	for	any	other	purpose.	Besides,	it	encourages	readers	to	use	it	in	their	blogs,	in	
their	personal	websites,	in	their	social	media	profiles.	This	way	of	understanding	content	
facilitates	its	dissemination	in	social	platforms,	which	also	benefits	Eldiario.es,	since	it	turns	
its	readers	into	online	“ambassadors”.		
	
Another	value	proposition	comes	from	the	“who”,	since	it	is	a	digital	newspaper	where	most	
of	the	bylines	are	from	journalism	professionals	along	with	important	social	figures.	The	
weight	of	its	founder,	Ignacio	Escolar,	is	very	significant:	he	is	a	very	active	journalist	who	
often	attends	television	talk	shows.	He	also	has	one	of	the	Twitter	profiles	in	Spain	with	the	
most	followers.	
	
3.5.	Segments	of	clients	
	
Eldiario.es	has	readers/	followers	who	can	be	grouped	into:	
	
• Visitors	
• Registered	users:	they	do	not	pay	a	fee.		
• “Partner”	users:	they	do	pay	a	fee,	and	they	can	read	the	digital	newspaper	without	
advertising.	
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Thus,	revenue	comes	both	from	partner	users	and	advertising.	Tools	like	Alexa1		provide	us	
with	indicative	data	regarding	user	profiles	(figure	7).	The	most	common	profile	is	that	of	
readers	with	university	studies.		
About	the	advertising	market,	it	is	partially	based	on	direct	advertising	and	it	also	receives	
advertisers	from	advertising	networks.				
	
Figure	7.	Reader	profile	of	Eldiario.es	according	to	Alexa	(May	2014)		
3.6	Relationship	with	clients	
	
Eldiario.es	gives	priority	and	visibility	to	its	partner	users.	It	currently	has	7,200	partners	
and	they	intend	to	reach	10,000	during	2015	(Fernandez,	2015).		
	
Articles	allow	comments	by	readers,	and	they	can	also	be	rated.	Registration	to	comment	is	
required,	so	that	reader	profiles	can	be	obtained	showing	how	many	comments	have	been	
published,	the	ratings	received	and	whether	any	comments	have	been	flagged	as	insulting.	
Partner	comments	are	more	prominent	than	those	from	other	users,	because	they	are	
highlighted	as	such.	Partners	have	priority	access	to	some	news	the	rest	will	not	be	able	to	
access	until	the	following	day.	They	are	invited	to	events,	offered	special	promotions,	and	
they	also	navigate	the	website	without	advertising.	
	
3.7.	Channel	
	
Although	Eldiario.es	responded	well	to	tablet	users	from	the	beginning,	it	did	not	have	a	
version	adapted	to	mobile	devices	until	March	2015	(figure	8).	Thus,	this	weakness	was	
solved	a	little	bit	late	compared	to	other	competitors	and	thanks	to	adopting	Marfeel	as	a	
key	partner.	This	is	a	key	factor	in	Spain,	where	smartphone	penetration	has	reached	81%	of	
the	total	amount	of	mobile	telephones	(Fundación	Telefónica,	2015).			
																																																						
1 http://www.alexa.com/siteinfo/eldiario.es 
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Figure	8.	Announcement	of	the	mobile	version	of	Eldiario.es	in	Twitter,	saying:	“Today	we	release	the	mobile	
version	of	eldiario.es.	We	are	still	correcting	some	tiny	mistakes,	but	I	hope	you	like	it”.		
There	has	been	an	(unofficial,	although	accepted	by	the	newspaper)	Android	application	
since	2013	(Eldiario.es,	2013).	Regarding	the	use	of	the	mobile	website,	Ignacio	Escolar	
claims	that	most	of	their	audience	comes	from	mobile	telephones	and	not	from	desktop	
computers.		
	
Social	Media	are	another	highly	active	channel	for	Eldiario.es,	since	they	attract	readers	and	
act	as	its	main	traffic	source	(Fernandez,	2015).	As	it	happens,	Ignacio	Escolar	has	a	stronger	
impact	on	Twitter	and	Facebook	than	the	masthead’s	profile.	Table	1	shows	the	data	and	
growth	of	both	profiles	in	the	last	12	months.	
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Table	1.	Comparative	between	the	profiles	in	social	platforms	of	Ignacio	Escolar	vs	Eldiario.es.	Data	compared:	
May	2014	vs	May	2015.		
3.8.	Revenue	stream	
	
Eldiario.es	2012	closed	2012	with	loses	of	about	5,000	euros.	However,	it	brought	returns	in	
2013,	with	a	revenue	of	1,145.378	euros	through	the	three	sources	shown	in	table	2.		
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Table	2.	Revenue	breakdown		
As	it	is	observed,	partner	users	contribute	to	the	returns.	Their	fees	amount	to	almost	30	%	
of	revenue.	Non-partner	users	contribute	as	audience	for	advertising.	The	advertising	
opportunity	amounts	to	more	than	15	million	pages	viewed	per	month,	and	it	Eldiario.es’	
main	revenue	source	(68.7	%).	Besides,	1.76%	of	revenue	is	provided	through	kiosk	sales	of	
the	magazine	Cuadernos.		
3.9	Cost	structure	
	
The	main	cost	is	generating	information.	Salaries	of	the	editorial	staff	in	2013	added	up	to	
484,520	euros.	That	same	year,	they	also	spent	334,691	euros	in	contributors	and	45,868	
euros	in	news	agencies	and	photography.	All	in	all,	the	cost	of	the	editorial	staff,	agencies	
and	contributors	adds	up	to	870,366	(80%	of	the	total).	
Structure	costs	are	248,338	euros.	They	include	renting	the	offices,	computer	equipment,	
hosting	(key	resource),	administrative	services,	telecommunications,	printing	and	sending	
the	magazine	to	its	partner	users,	travels	to	cover	information,	etc.	After	reviewing	both	
revenue	and	cost	streams,	we	conclude	that	Eldiario.es	is	a	sustainable	masthead.		
3.10.	Benchmarking	
	
Good	practices	are	identified	by	analyzing	other	websites.	For	example,	if	they	put	their	
content	at	the	disposal	of	content	curation	tools	such	as	Paper.li	or	Scoop.it,	which	allow	
users	to	create	personalized	newspapers.		
	
By	studying	Publico.es	we	see	it	has	a	section	called	Público	TV	(figure	9),	whereas	
Eldiario.es,	which	still	has	not	exploited	this	kind	of	format,	is	considering	using	video.	
According	to	Escolar,	video	advertising	is	much	more	profitable	than	web	advertising	or	
other	formats,	and	he	claims	that,	in	Spain,	there	is	much	more	demand	than	supply	of	this	
kind	of	advertising.	He	also	adds	that	they	are	considering	redefining	their	video	strategy,	
having	both	Vox.com	and	what	young	people	are	doing	on	YouTube	as	inspiration	sources		
(Fernández,	2015).		
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		Figure.	9.	Television	in	the	digital	newspaper	Publico.es		
Other	aspects	to	be	improved	are	those	related	to	subscriptions	to	specific	sections.	For	
instance,	being	able	to	subscribe	to	El	diario	del	cooperativismo	or	to	the	Andalusian	edition.			
3.11.	Weaknesses	of	the	competition	
	
Because	of	its	ideological	leaning,	Eldiario.es	is	a	direct	competitor	with	Publico.es,	which	
focuses	on	being	a	general	information	newspaper	competing	with	mastheads	such	as	
elpais.es.	Eldiario.es	takes	advantage	of	this	difference,	since	it	narrows	its	scope,	as	
previously	seen	in	the	proposition	value.	Público	only	details	the	names	of	its	staff,	whereas	
Eldiario.es	provides	an	explicit	statement	of	its	editorial	line.	Público	protects	its	content	
with	a	copyright	license,	which	is	a	completely	different	focus	from	Eldiario.es,	which	is	
offering	them	through	a	Creative	Commons	license.		
3.12.	Social,	Local	and	Mobile	(SOLOMO)	
	
The	presence	of	Eldiario.es	in	the	social	web	(Rodríguez-Martínez	et	al.,	2010)	is	essential.	
Actually,	Escolar	claims	that	having	a	social	media	strategy	is	more	important	than	SEO	for	
the	newspaper.	Half	of	the	traffic	of	Eldiario.es	comes	from	social	media,	whereas	direct	
traffic	reaches	a	30%.	And	this	also	seems	to	be	affecting	writing	styles.	For	Escolar,	adapting	
news	writing	to	search	engines	is	a	misguided	strategy,	since	it	is	always	more	profitable	to	
think	of	humans	than	robots	(Fernández,	2015).	
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Regarding	local	aspects,	aggregated	media	provide	locally	segmented	content.	In	relation	to	
the	mobile	web,	most	of	Eldiario.es’	audience	comes	from	smartphones	and	not	from	
desktop	computers.	
	
4.	 Results	
	
The	analysis	of	Eldiario.es	using	the	Website	Canvas	Model	has	allowed	identifying	success	
elements	for	this	newspaper.	These	factors	are	mainly	provided	by	its	value	proposition	with	
regards	to:	
	
What:	An	information	and	analysis	newspaper	focused	on	politics,	economy	and	social	
issues.	
How,	with	original	content	and	independently	from	corporate	groups.	Content	is	published	
under	a	Creative	Commons	license.	On	the	other	hand,	they	provide	complementary	
content	thanks	to	a	network	of	contributing	entities.	
Who.	Journalists	with	an	extensive	and	renowned	career	and	well-known	bylines	from	
several	areas	comprise	the	staff	of	this	digital	newspaper.		
	
It	is	a	profitable	publication,	with	an	audience	that	makes	it	sustainable	through	advertising	
revenue,	and	a	significant	amount	of	“partners”	paying	monthly	fees.	It	is	a	scalable	
newspaper	which	thanks	to	cooperation	with	its	content	partners	manages	to	add	both	
efforts	and	audiences.	
	
To	finish,	we	provide	the	canvas	resulting	from	expert	evaluation	with	a	synthesis	of	the	12	
key	factors	identified,	which	act	as	facilitators	of	Eldiario.es’	success	(figure	10).	Highlighted	
are	the	value	proposition,	the	relationship	with	clients,	the	SOLOMO	bet,	its	key	partners	
and	economic	balance.	
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Figure	10.		Website	Canvas	from	Eldiario.es		
The	elements	analyzed,	from	left	to	right,	have	been:			
- Key	partners:	CMS	and	web	hosting	(Bitban),	editors,	partner	employees,	content	
partners	with	a	cooperative	and	scalable	focus,	Marfell.com	for	the	mobile	version	of	
the	website.	
- Key	activity:	online	journalism.	
- Key	resources:	Human	team,	technical	infrastructure	(CMS).	
- Value	proposition:	distinguished	focus	in	content	(focus	on	topics),	with	content	
under	a	Creative	Commons	license,	with	renowned	journalists	and	bylines,	partner-
oriented	(subscriber).		
- Relationship	with	clients:	distinguishable	role	for	partners,	invitations	to	events.	
- Channels:	Internet	(mainly	computer	and	tablets),	mobile	with	app	only,	social	
media.	
- Segments	of	clients:	visitors/	readers,	registered	users,	partner	users,	advertisers.	
- Benchmarking:	best	practices	of	other	websites	(TV	on	the	newspaper,	
micropayments	for	specific	content,	personalization).	
- Weaknesses	of	the	competition:	not	a	defined	editorial	line,	content	with	intellectual	
property	which	prevents	disseminating	it.	
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- Cost	structure:	domain	register,	web	hosting	(servers),	infrastructure	costs,	staff	
costs,	hiring	contributors.	
- SOLOMO:	social	as	traffic	source/	users,	local	thanks	to	content	partners,	mobile	as	
an	increasing	reading	device.	
- Revenue	source	or	ROI:	advertising	and	subscribers	with	monthly	payments.	These	
two	sources,	along	with	sales	from	Cuadernos	magazine	(which	amount	to	1.76	%	of	
revenue	only)	outdo	cost	structure	and	therefore	provide	economic	benefits	to	
eldiario.es.		
5.	 Conclusions	
	
The	results	show	that	the	Website	Canvas	Model	is	an	effective	and	efficient	model	to	
identify	key	aspects	for	the	success	of	a	website.		
This	conclusion	is	reached	after	presenting	an	analysis	which	identifies	the	key	factors	of	the	
studied	website.	The	relationships	with	clients,	partners	and	social	media	have	also	been	
properly	detected.	
	
Thus,	the	benefits	provided	by	the	analysis	system	can	be	specified	as	follows:		
• Detects	the	key	elements	for	the	success	of	a	website.		
• Facilitates	the	collaborative	conceptualization	between	the	departments	involved.	
• Identifies	the	requirements	of	the	website.	
• Favors	positive	results	in	aspects	such	as	content	quality,	functions	and/or	services.	
• Facilitates	an	adequate	investment	return.	
• It	is	useful	to	review	operating	websites	in	order	to	consider	possible	improvements	
or	new	versions.	
• 	
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